
As much football as traffic will bear? 


As 1969 season opens, broadcast rights and income 
level off at 1968 peaks-but what about next year? 

(Copyright 1969, Broadcasting Publications Inc.) 


What do New York Jets coach Weeb 
Ewbank and pro football Commissioner 
Pete Rozelle have in common? They 
were both happy to see Joe Namath 
agree to sell his interest in Bachelors 
III and return to the New York Jets. 

What do Buffalo Bills owner Ralph 
Wilson and Pete Rozelle have in com¬ 
mon? They both want O. J. Simpson to 
sign his pro football contract. Mr. Wil¬ 
son wants last year’s number-one draft 
choice with the team. Like the Namath 
affair, Mr. Rozelle just wants the situa¬ 
tion resolved. 

Messrs. Namath and Simpson are 
money in the bank to Mr. Rozelle and 
the 26 members of the pro football 
fraternity. They are worth somewhere 
between $2 million and $3 million in 
potential television rights, according to 
one network source. So, Mr. Rozelle, 
who already has counted the $34.7 mil¬ 
lion pro football is receiving from CBS 
and NBC this year, is looking ahead to 
1970 and a new decade of escalating 
rights. For 1970 he is asking $40 mil¬ 
lion for pro football. 

The 1960’s have been a profitable 
decade for football and in their closing 
year, radio and television stations, net¬ 
works and independent packagers will 
be coming up with $53,198,650 in game 
rights to professional and collegiate 
teams. The figure, compiled in Broad¬ 
casting’s annual survey, will be for 
football game rights to 26 professional 
teams, 125 major colleges and univer¬ 
sities, and sponsors of 11 postseason 
collegiate bowl games. 

This year’s rights total shows an in¬ 
crease of only 0.8% over the adjusted 
1968 figure of $52,755,950. 

In 1969, the figure breaks down to 
$49,430,000 from the radio-TV net¬ 
works for college and pro games; 
$1,415,000 in local radio rights to the 
16 National Football League teams; 
$623,000 in local radio rights to the 
10 American Football League teams; 
$250,000 in preseason local TV rights 
to the NFL teams; $125,000 in pre¬ 
season local TV rights to the AFL 
learns, and $1,355,650 in local radio 
and delayed TV rights to 124 colleges. 

After they add the rights costs to 
talent (announcers and color commen¬ 
tators), production (cameras, micro¬ 


phones, technicians and telephone 
lines), sales, publicity, and assorted 
and sundry expenses, the broadcasters 
will be asking advertisers to pay about 
$107 million—the same as in 1968— 
for commercials aired during time outs, 
before and after the games and at half 
times. 

The NFL games will be heard on 
673 radio stations and the AFL games 
on 268. The locally originated presea¬ 
son NFL and AFL games will be car¬ 
ried on 33 TV stations. The college 
radio networks will have 2,365 stations 
taking the games with 263 TV stations 
carrying collegiate games either whole 
or in part on a delayed basis (see page 
40). The collegiate figures do not in¬ 
clude the 250 radio stations that will 
pick up Mutual’s Notre Dame feed or 
the 141 TV stations Hughes Sports 
Network has lined up for 90-minute 
Sunday rebroadcasts of Notre Dame 
games. 

Although major league baseball’s 
All-Star game played last week in 
Washington is still fresh in the minds 
of many, a big portion of the populace 
will be in front of their TV sets this 
Friday (Aug. 1) to watch an old-fash¬ 
ioned black-and-white football game. 
The New York Jets and the College 
All-Stars will meet at Soldiers Field, 
Chicago, and the game, on ABC-TV, 
will be this season’s only network-orig¬ 
inated collegiate or professional game 
not scheduled in color. The mammoth 
field in Chicago has inadequate lighting 
for color TV. 

While all network salesmen are out 
pushing this year’s crop of football 
goodies, most at prices within a thou¬ 
sand or two of those pitched in 1968, 
ABC-TV is the only network that can 
already look to 1970 and get its per- 
minute costs worked out. It has signed 
a new two-year contract with the Na¬ 
tional Collegiate Athletic Association at 
$12 million a year (Broadcasting, 
June 23) and it will be returning to the 
pro football wars, for the first time in 
six years, with a three-year pact to 
carry pro games on Monday nights for 
an estimated $8.5 million a year 
(Broadcasting, June 2). 

The $8.5 million ABC will pay to the 
National Football League (which is 


what the merged NFL and AFL will 
be called), leaves Mr. Rozelle just $31.5 
million shy of the $40 million he in¬ 
tends to get from the TV networks for 
pro football in the early ’70’s. 

CBS, long-time holder of NFL rights, 
will get first crack at the National 
Conference in the new league and NBC, 
holder of AFL rights for the past four 
years, will get first option on the Amer¬ 
ican Conference games. 

CBS has been paying $20 million a 
year for the NFL and NBC has been 
paying $9 million for the AFL. If the 
two networks were to continue at those 
figures, it would still leave Mr. Rozelle 
about $2.5 million short of his goal of 
getting at least $1.5 million per team. 
But CBS and NBC will not continue 
to pay rights in the current ratio. 

The American Conference will be 
gaining Baltimore* Cleveland and Pitts¬ 
burgh from the present NFL and with 
them at least 2.8 million TV homes in 
the Area of Dominant Influence of 
those three markets. Should NBC get 
the American Conference rights, it will 
be expected to pay for those additional 
2.8 million homes, while CBS—if it gets 
the National rights—will be expecting 
to pay less since the National Confer¬ 
ence ADI homes total will drop by 2.8 
million. 

And that’s where Messrs. Namath 
and Simpson come in. Joe Namath is a 
proved celebrity, who lifted the AFL 
from its me-too status to parity with the 
NFL when the Jets beat the Baltimore 
Colts in the last Super Bowl. That vic¬ 
tory allowed NBC-TV to raise the cost 
of AFL minutes this year 43% from 
$28,000 to $40,000. Without Joe Na¬ 
math, the AFL would still have parity* 
but it would not have a controversial 
superstar, superhero to pit against the 
Heidi’s of the entertainment world. 

Mr. Simpson, pride and joy of the 
University of Southern California, was 
one of the most lauded collegiate play¬ 
ers to come down the pike in years— 
possible the most notable since Mr. 
Namath came off the Alabama cam¬ 
pus. Buffalo needs O. J. as a drawing 
card and the AFL can use him to show 
the continuing high caliber of player 
the league has. 

Pete Rozelle will have better leverage 
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for American Conference bargaining if 
both are in uniform. Assuming that Mr. 
Simpson will finally come to terms with 
Buffalo, pro football’s commissioner can 
ask for—and probably get—about $13.5 
million for the American Conference 
and $18 million for the National Con¬ 
ference. 

Should O. J. and Buffalo not reach 
accord and he is traded to a National 
Conference team, the rights ratio could 
change by as much as $1.5 million. 

Even with all the glory attached to 
football and with all its heroes in uni¬ 
form, CBS and NBC may not rush to 
give Mr. Rozelle his $31.5 million. 
CBS last year was asking $70,000 a 
minute for NFL coverage and was get¬ 
ting an estimated $59,000 a minute for 
the games during October. NBC, which 
was offering the AFL schedule plus the 
Super Bowl for $29,000 a minute in 
1968, was getting about $21,000 a min¬ 
ute in October. 

One network executive last week 
noted that for several years the net¬ 
works had been complaining about the 
high price they had been forced to 
charge sponsors for football coverage 
and said that the salesmen are finding, 
particularly in the current tight money 
market, that “the well is running dry. 
If we Could just break even,” he said, 
“we’d be happy.” 

Should CBS and NBC balk at new 
pricing arrangements, Howard Hughes 
is always available. He made his weight 
felt during the negotiations for the 
Monday night package when his 
Hughes Sports Network reportedly out¬ 
bid ABC, but was turned down when 
research showed the ABC affiliate line¬ 
up could produce considerably more 
TV homes than a line-up put together 
by HSN would be likely to attract. 

However, a Hughes-constructed Sun¬ 
day afternoon station line-up could be 
expected to compare favorably with 
what CBS or NBC could offer the pro 


teams. 

The outside possibility, in all this 
thinking, is that anyone—CBS, NBC 
or HSN—could take the whole pack¬ 
age. But from a plain economics view 
it seems highly unlikely. 

Although the networks had hoped to 
get their 1970 scheduling underway be¬ 
fore the 1969 football season formally 
begins, all indications now are that 
nothing will happen until November. 
The National Conference still has to 
realign its 13 teams, something it hasn’t 
been able to do in several lengthy meet¬ 
ings, and the networks in the past six 
weeks have been too wrapped up in 
Apollo programing to worry about foot¬ 
ball in 1970. 

Football, in 1969, however, is mov¬ 
ing at full tilt. ABC will be carrying 37 
NCAA games, two more than last year, 
with four of the games to be played at 
night. In 1968 there were only two 
night games. This year the network is 
again offering a wild card game, one it 
can choose late in the season. 

It is packaging the NCAA with the 
North-South and East-West Shrine 
games and Sugar Bowl and offering 
them all at $49,500 a minute, about 
the same as last year’s package price. 

The Sugar Bowl is a new entry on 
the ABC schedule this year and it gives 
the network a Jan. I feature for the 
first time since it lost the Orange Bowl 
to NBC several years ago. To make 
room for the Sugar Bowl, ABC gave up 
its rights to the Gator Bowl and NBC 
picked that one up. 

Handling the collegiate games for 
ABC this year will be Chris Schenkel, 
Bill Fleming and Keith Jackson on play- 
by-play with Bud Wilkinson, Lee Gross- 
cup, Dave Nelson and two others still 
to be named, handling color. 

Still in the works is a Sunday series 
on ABC, NCAA Football Highlights , 
which will be aired 12-1 p.m. NYT. 
Marvin Sugarman, New York, is han¬ 


dling 45-minute tapes from regional 
games played the day before with ABC 
adding 15-minutes of tapes from games 
of national interest. No sponsors or 
announcers have been announced for 
the series. 

CBS is planning NFL coverage of 
five preseason games, 111 regular-sea¬ 
son games, including two on Saturday 
afternoons and one on Monday night, 
the postseason contests and Super 
Bowl. 

Including the Super Bowl in the 
package, it is pricing the basic NFL 
coverage at $75,000 a minute (up from 
the $70,000 it asked without the Super 
Bowl last year). A secondary package 
of 12 NFL dates is going for $50,000 
(last year 11 dates were offered for 
that price) and the preseason package 
is priced at $35,000 a minute (the same 
as 1968). 

CBS is offering its pregame program 
at $30,000 a minute and the postgame 
show for $40,000. 

The only nonpro games on CBS-TV’s 
schedule this season are the Sun Bowl 
and Cotton Bowl. The Blue-Gray game, 
which has had a checkered network 
career will not be on CBS this year. 
The game had been on NBC until 1962 
when that network dropped it from the 
schedule although NBC continued to 
pay yearly rights under its contract. 
CBS picked the game up in 1965 under 
a five-year contract which would have 
ended with this year’s game. Reported¬ 
ly, the game has been one of the weak¬ 
est postseason games in audience rat¬ 
ings. 

CBS this year will retain its eight 
teams of play-by-play and color an¬ 
nouncers: Chuck Thompson and Jerry 
Kramer; Don Criqui and Frank Clarke; 
Jack Whitaker and Frank Gifford; Ray 
Scott and Paul Christman; Lindsey Nel¬ 
son and Tom Brookshier; Jack Drees 
and John Sauer; Frank Glieber and 


What networks pay for football 


ABC-TV 


Coaches All-American Game 

$ 95,000 

June 28 

College All-Star Game 

240,000 

Aug. 1 

NCAA College Games 

10,200,000 

Sept. 13 

NCAA College Championships 

100,000 

Dec. 13 

Liberty Bowl 

110,000 

Dec. 13 

North-South Shrine Game 

85,000 

Dec. 25 

East-West Shrine Game 

350,000 

Dec. 27 

Sugar Bowl 

350,000 

Jan. 1 

Hula Bowl 

50,000 

Jan. 10 

Total 

511,580,000 


CBS Radio 

NFL Western Championship 

(1) 

Dec. 27 

NFL Eastern Championship 

(1) 

Dec. 28 

NFL Playoff Bowl 

(1) 

Jan. 3 

NFL Championship 

(1) 

Jan. 4 

NFL-AFL Super Bowl 

(1) 

Jan. 11 

NFL Pro Bowl 

(1) 

Jan. 18 

CBS-TV 

NFL Preseason Games 

(2) 

Aug. 10 

NFL Games 

$20,000,000 

Sept. 21 

Sun Bowl 

150,000 

Dec. 20 

NFL Western Championship 

(2) 

Dec. 27 

NFL Eastern Championship 

(2) 

Dec. 28 

Cotton Bowl 

500,000 

Jan. 1 

NFL Playoff Bowl 

500,000 

Jan. 3 


CBS-TV (Continued) 


NFL Championship 

2,000,000 

Jan. 4 

NFL-AFL Super Bowl 

2,500,000 

Jan. 11 

NFL Pro Bowl 

700,000 

Jan. 18 

Total 

$26,350,000 


Hughes Sports Network 

Notre Dame Football 

$ 100,000 

Sept. 20 

MBS 

Notre Dame Football 

5 50,000 

Sept. 20 

NBC Radio 

AFL Championship 

(1) 

Jan. 4 

Rose Bowl 

(1) 

Jan. 1 

NBC-TV 

AFL Games 

$ 9,000,000 

Sept. 14 

AFL Division Playoffs 

(3) 

Dec. 20-21 

AFL Championship 

(3) 

Jan. 4 

AFL All-Star Game 

(3) 

Jan. 17 

Gator Bowl 

$ 200,000 

Dec. 27 

Rose Bowl 

1,400,000 

Jan. 1 

Orange Bowl 

700,000 

Jan. 1 

Senior Bowl 

50,000 

Jan. 10 

Total 

$11,350,000 


Networks Total 

$49,430,000 



(1) Radio rights included in TV contract. 

(2) Rights included in NFL package. 

(3) Rights included in AFL package . 


BROADCASTING, July 28, 1969 


37 




Eddie LeBaron; Jack Buck and Pat 
Summerall. 

NBC will again cover the full AFL 
schedule including three Saturday night 
and two Saturday afternoon games. 
NBC is offering the AFL regular-sea¬ 
son games, AFL All-Star game, the 
Gator and Senior Bowls as a package 
at $40,000 per minute. Its $29,000 a 
minute package last year included the 
Super Bowl. 

The network is asking $120,000 per 
minute for the Rose Bowl, by far the 
highest per-minute price ever asked for 
a football game. (The highest price 
ever asked for a Super Bowl was $85,- 
000 by CBS for the first Super Bowl.) 
Already on the dotted line for an un¬ 
disclosed amount of minutes in the 
Rose Bowl are Chrysler, Eastern Air 
Lines and Gillette. For the Orange 
Bowl, NBC’s rate card calls for $63,000 
a minute and United Air Lines, All¬ 
state Insurance, R. J. Reynolds and 
Pontiac have signed up. 

Handling the on-air work for NBC 
will be Curt Gowdy, Jim Simpson, Pat 
Hemon, Jay Randolph and Bill Enis on 
play-by-play, and Kyle Rote, A1 De- 
Rogatis, George Ratterman, Elmer 
Angsman and one more man to be 
named on color. 

Although ABC-TV, CBS-TV and 
NBC-TV are the only networks plan¬ 
ning live football coverage this year, 
Hughes Sports Network will again be 
feeding Notre Dame games on delayed 
basis to 141 stations on Sundays, 11:30 
a.m.-l p.m. NYT. Lindsay Nelson will 
call those games. 

Mutual again has radio network 
rights to the 10-game Notre Dame 
schedule and has sold the network’s 
half to B.F. Goodrich and State Farm 
Insurance. The other half is sold lo¬ 
cally. In addition, Mutual will again 
feed the pregame Ara Parseghian Show, 
which is sponsored by Ford Motor Co. 
Van Patrick will do play-by-play with 
A1 Wester handling color on the games. 

Hughes also will be feeding about 
150 stations the weekly This Week in 
Pro FootbalL produced by AFL/NFL 
Films. Chrysler, Kemper Insurance and 
Haggar Slacks have bought into that 
package. Pat Summerall and Charlie 
Jones will announce the composite pro¬ 
grams. 

One bowl game being handled out¬ 
side the networks this year is the Peach 
Bowl from Atlanta on Dec. 30. Vic 
Piano, New York-based station rep, has 
bought rights to the game through its 
Mizlou Productions and has already 
signed 72 stations. Pat Summerall and 
Jack Drees will call the game. Sponsors 
have not yet been announced. 

As of last week, 89 sponsors had 
signed for network football coverage 
and the biggest single category was in¬ 
surance. There were 10 insurance com¬ 
panies committed to football coverage, 
plus the National Association of Inde- 


Fordham-Waynesburg 
TV classic discovered 

ABC Sports, which is looking into its 
archives and has asked colleges and 
universities to rummage through theirs 
for vintage football films, has unearthed 
the date, site and score of the first tele¬ 
vised collegiate football game. 

The hunting expedition is a part of 
college football’s 100th anniversary and 
ABC-TV will help the National Col¬ 
legiate Athletic Association celebrate 
by producing a special using some old 
footage. 

The first televised game, ABC found, 
was on Sept. 30, 1939, when Fordham 
beat Waynesburg of Pennsylvania, 34-7 
at Randall’s Island Stadium, New York. 
However, ABC didn’t handle that first 
telecast. NBC and RCA, which had tele¬ 
cast a baseball game earlier that year, 
and which did “most of the TV work 
at that time,** according to ABC Sports, 
fed the telecast. Some 2,000 persons 
watched the game on fewer than 1,000 
television sets. 

The TV crew at the stadium used 
only one camera, which was set on a 
tripod on ground level at the 40-yard 
line next to the Fordham bench. 


pendent Life Insurance Agents. 

Only two advertisers have made buys 
on more than two networks. R. J. Rey¬ 
nolds has bought on ABC-TV, CBS- 
TV, NBC-TV and Hughes Sports Net¬ 
work with Allstate Insurance buying on 
ABC, CBS and NBC. Another 12 spon¬ 
sors have bought time on at least two 
networks. 

By groups, the networks have signed: 
six auto makers, six airlines, six brew¬ 
eries, six cigarette makers, four oil 
companies and four tire makers. 

A good example of the diversity in 
football advertisers this season can be 
found in the CBS line-up. Among its 
sponsors are Wembley Ties and Uni- 
vac. 


AMERICAN LEAGUE 
Boston Patriots 


Wbz Boston will originate five presea¬ 
son and 14 regular-league games for a 
five-station network in Massachusetts 
and Maine. Negotiations are under way 
with eight other stations. Bob Starr and 
Gil Santos will call the games. Spon¬ 
sors thus far are Dodge Dealers and 
Liberty Mutual, both through BBDO. 

No exhibition TV games are set. 

Buffalo Bills 


Wben Buffalo will originate six presea¬ 
son and 14 regular-league games for a 


25-station statewide radio network. 
Van Miller, Stan Barron and Dick 
Rifenberg are on the announcing team. 
Sponsors are Mobil Oil through Doyle 
Dane Bembach, Ford Dealers through 
J. Walter Thompson, and Marine Mid¬ 
land Trust Co. of Western New York 
through BBDO. Sponsors of the pre- 
and post-game shows alternate locally 
with Milk for Health on the Niagra 
Frontier Inc., placed direct and Sears 
Roebuck and Co. through J. G. Kelly 
Co. Wben-fm sponsors of the games 
are Bisonite Paint through J. G. Kelly 
and Mason Photo Studio, placed direct. 

Wkbw-tv Buffalo will carry six 
preseason games in color. All but two 
games will be live. One game will be 
live and then repeated the next day 
because of a late start on the West 
Coast. Rick Azar will handle the games. 
Sponsorship is incomplete. 


Cincinnati Bengals 


Avco Broadcasting Corp. goes into sec¬ 
ond year of a three-year rights con¬ 
tract. Avco’s wlw Cincinnati will feed 
five exhibition events and regular- 
season games to a regional radio net¬ 
work of about 40 stations (network last 
year totaled 30-plus). Wlw also is air¬ 
ing a daily Paul Brown Show for 26 
weeks (began June 30) and feeding it to 
a network of 10 stations on local spon¬ 
sor basis. One-quarter sponsors of the 
Bengal games on wlw will be Burger 
Brewing through Midland Advertising; 
Tresler-Comet Gasoline through J.E. 
Freedman Advertising, and Chrysler- 
Plymouth Dealers through Young & 
Rubicam, with one-eighth portions tak¬ 
en by Union Central Life Insurance 
through Adams Gaffney Grant and 
Ohio Appliance Co. through Byer & 
Bowman. Wlw will have three pre¬ 
game features. The preview show will 
be sponsored by Cinderella Cleaners 
through Jackson, Aristotle & Behan: the 
Coach's Corner will be sponsored by 
First National Bank of Cincinnati 
through Northlich-Stolley and the warm¬ 
up feature will be sponsored by Par¬ 
tridge Meats through Allen, Anderson 
Niefeld & Paley. Wlw’s two half-time 
features will be sponsored by Central 
Trust Bank through Stockton West 
Burkhart and Shillito’s Men’s Store 
through Carl Press Inc. Postgame high¬ 
lights show will be sponsored by Car¬ 
ter’s Restaurants through Early- 
Selmeler. Postgame Star of Game show 
will be sponsored by First National 
Bank of Covington, Ky., placed direct. 
Phil Samp will do play-by-play and 
Jimmy Crum will handle color. 

Avco’s four TV stations will air three 
exhibition games. Those games on 
wlwt(tv) Cincinnati, wlwd(tv) Day- 
ton, wlcw(tv) Columbus and 
wlwi(tv) Indianapolis will be sponsored 
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locally in each market for one-half. 
Quarter sponsorships each are expected 
to be renewed by Burger Brewing 
through Midland and Marathon Oil 
through Campbell-Ewald. Mr. Samp 
and Omar Williams are slated to do the 
announcing of the exhibition games. 


Denver Broncos 


Ktlk Denver will feed the 20-game 
exhibition and regular-season schedule 
to a 53-station radio network in Colo¬ 
rado, Idaho, Montana, Nebraska, 
Nevada, New Mexico, Utah and 
Wyoming. One-fourth sponsors will be 
Humble Oil through McCann-Erickson; 
Jos. Schlitz Brewing through Leo Bur¬ 
nett; Public Service Co. of Colorado, 
placed direct and Empire Savings & 
Loan, placed direct. The pregame and 
postgame programs will be sponsored 
on ktlk by Roger Mauro Chrysler 
through AMA Advertising. Joe McCon¬ 
nell will handle play-by-play with Bob 
McCullough on color. 

Koa-tv Denver will carry one 
preseason game, which has been sold to 
multiple sponsors. Bob Martin will call 
the game. . 

Houston Oilers 

Majestic Advertising, Milwaukee, in the 
second year of a three-year broadcast 
rights agreement for the Oilers games 
(covering all radio plus preseason TV), 
will again package a radio network of 
19 stations for five exhibition games 
plus regular play. Network sponsors for 
five-nineteenths each will be Texaco 
through Benton & Bowles and Jos. 
Schlitz Brewing through Majestic. The 
remaining shares go to participating 
sponsors. Jim Norton will do play-by- 
play with Dickie Maegle on color. Ma¬ 
jestic also will deliver pregame and post¬ 
game shows to the network for local 
sale plus a halftime show sponsored by 
Southwestern Bell, placed direct. 

Majestic, because of a league ruling 
curbing regional TV networking of 
preseason games, has sold off its TV 
rights this year to kprc-tv Houston, 
which locally will air tape delays of 
four home exhibition games plus live 
coverage of a fifth preseason road 
game. Bill Ennis will do play-by-play. 
Kprc-tv is selling the exhibition events 
on participating basis. 


Kansas City Chiefs 

Kcmo Kansas City in the second year 
of a three-year agreement once again 
will originate a regional radio network 
of some 45 stations for six exhibition 
games plus the regular season. Locally 
kcmo aired an additional “rookie” game 
last Saturday (July 26). On kcmo one- 
fifth sponsors will be Interstate Securi¬ 
ties through Ballantine Radford; Jos. 
Schlitz Brewing-Kansas City Wholesal¬ 
ers through Mace Advertising; Country 
Club Dairy through Bozell & Jacobs, 
and Vickers Oil Co. through Barickman 
& Selders. One-tenth shares each are 
being taken by U.S. Supermarkets 
through Vern Siddall Associates and 
Southwestern Bell, placed direct. Inter¬ 
state, Schlitz and Vickers each will 
take one-fifth on the network and 
Country Club foods will take one-tenth. 
The rest of the network will be locally 
sponsored. On kcmo the pregame 
Scouting the Chiefs has been renewed 
by City National Bank through Oliver 
Advertising. The postgame Scoreboard 
has been renewed by Aamco Transmis¬ 
sions through Sher & Jones while the 
postgame locker-room show after home 
games again is signed by Swift Dodge 
through Martin Fromm. Play-by-play 
will be done by Tom Hedrick with Bill 
Grigsby on color. 

Kmbc-tv Kansas City will air six 
exhibition events. Kmbc-tv previously 
had organized preseason regional TV 
networks for both the Chiefs and the 
Houston Oilers, but league rules now 
preclude this. The rules, though, allow 
importation for hometown airing plus 
feeding to any station within 75 miles. 
Thus kmbc-tv will feed the Aug. 2 
Oakland Raiders game to wibw-tv To¬ 
peka, Kan., and the Aug. 16 Cincinnati 
Bengals game to ktsb(tv) Topeka. On 
kmbc-tv, the exhibitions will be spon¬ 
sored one-quarter each by Wilson & 
Co. through Campbell-Mithun; Falstaff 
Beer through Foote, Cone & Belding; 
Sears, Roebuck & Co., placed direct, 
and Bankmark Credit Card through 
Bruce B. Brewer. Charlie Jones and 
John Sanders will split play-by-play on 
games with color by Galin Fiss. 

Miami Dolphins ~ 

Wiod Miami, in its fourth year with the 
team, will originate the Dolphins* 14 


regular-season and six preseason games 
for a 10-station Florida radio network. 
Sponsors on wiod include Buick Deal¬ 
ers through McCann-Erickson; House¬ 
hold Finance through Needham, Har¬ 
per & Steers and Northeast Airlines, 
through Carl Ally. Bob Gallagher will 
do play-by-play and Henry Barrow will 
handle color. 

Wtvj(tv) Miami will televise three 
preseason games, two of them in color. 
Mr. Gallagher and Bob Halloran will 
handle the play-by-play and color. Ma¬ 
jor sponsors are Nissan Motors, 
through Park Advertising, and Johnny 
& Mack, through Ross Hancock, each 
with one-fourth of the games, and Bur- 
dine*s Department Store, through 22 
East Agency for one-fourth of one 
game. The remainder has been sold to 
spot advertisers. 


New York Jets 


Wabc New York will cover five exhibi¬ 
tion and 14 regular games in the fifth 
year of its six-year contract. Sponsors 
will be Chevron Oil and F&M Schaeffer 
Brewing, both -through BBDO; Manu¬ 
facturers Hanover Trust through Young 
& Rubicam, and Buick Dealers through 
Communications Counselors. Merl Har¬ 
mon will do play-by-play and Sam de 
Luca will handle color. Sponsor for the 
pregame and postgame shows will be 
Gimbels through Allerton, Berman & 
Dean. 

Like its older competition in New 
York, the Giants, -the Jets this year will 
get a radio network of some 35 stations 
in New York, Pennsylvania, Connecti¬ 
cut and Rhode Island. The network is 
operated by Trans National Communi¬ 
cations, New York, which also handles 
the Giants* radio network. Of the two- 
thirds available for network sale, Bris¬ 
tol-Myers through Wells, Rich, Greene 
and Young & Rubicam, has purchased a 
half, with a half still open. Announcers 
for the Giants* radio network still have 
not been announced. 

Wor-tv New York is broadcasting 
five preseason games. Sponsors are Mo¬ 
bil Oil and Bankers Trust, both through 
Doyle Dane Bembach; Rheingold Beer 
and Canada Dry, both through Grey 
Advertising; Miles Labs through J. 
Walter Thompson; Chrysler-Plymouth 
Dealers through Young & Rubicam, 
and Wilkinson Blades through Ted 


Radio and local TV revenues of major colleges 


Conference 

Sc hoofs 

Radio 

Stations 

TV 

Stations 

Total Rights 

Atlantic Coast 

8 

264 

24 

$ 89,500 

Big 8 

8 

232 

26 

81,000 

Big 10 

10 

284 

15 

170,300 

Ivy League 

8 

50 

3 

19,600 

Mid America 

7 

49 

8 

11,450 

Missouri Valley 

5 

20 

1 

14,500 

Pacific 8 

8 

126 

16 

325,000 

Southeastern 

10 

435 

61 

225,500 

Southern 

7 

35 

1 

7,200 


Conference 

Schoofs 

Radio 

Stations 

TV 

Stations 

Total Rights 

Southwest 

8 

200 

19 

112,500 

Western Athletic 

8 

82 

7 

55,600 

Independents*! 

37 

588 

82 

243,500 

Totals 

124 

2,365 

263 

SI, 355,650 


• Does not include Notre Dame revenues from Mutual or Hughes 
Sports Network 

f Includes four teams from conferences where less than three schools 
had radio-TV revenues 
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Bates. Charlie Jones and George Rat- 
terman will call the games. 

Oakland Raiders 


Knew Oakland is feeding five presea¬ 
son games and 14 regular-season games 
to a 16-station radio network in Cali¬ 
fornia and to one station in Reno. Bill 
King will do the play-by-play with Scot¬ 
ty Stirling on color. One-quarter spon¬ 
sors of the games will be: Smiths Cloth¬ 
iers through Wenger/Michael; Central 
Valley National Bank through Meltzer, 
Aron & Leman; Union Oil through Leo 
Burnett; and United Vintners through 
Honig-Cooper & Harrington. The 
20-niinute pregame show will be spon¬ 
sored by Foremost Dairies, Yami 
yogurt and Kilpatrick’s bread, all 
through Gross, Pera & Rockcy. The 
postgame show will be sponsored by 
Lincoln-Mercury through Kenyon & 
Eckhardt, and Treesweet Products 
through Marsteller. A 20-minute Lock¬ 
er Room show following the postgame 
show, will be fed to the regional net¬ 
work with Volvo and Canadian Pacific 
Airlines as co-sponsors. Knew, 
throughout the season on Monday 
evenings, will carry a half-hour Ask the 
Raiders program, sponsored by E.C. 
Wenger Electronics, Wiseman’s Home 
Furniture and S & K Auto. 

The games and highlights are being 
offered to other stations. Ktxl(tv) 
Sacramento, Calif., is picking up both, 
with ktvw(tv) Seattle-Tacoma taking 
the highlights package. Announcers for 
the games have not been set. 


San Diego Chargers 

The Chargers have signed a new five- 
year contract with kdeo El Cajon, Calif., 
for the broadcast rights to both pre¬ 
season and regular season games. Kdeo 
also will originate 19 games, including 
five preseason, for a radio network of 
18 stations in California and Arizona. 
Stu Nahan will do play-by-play with 
Johnny Parker and Emil Karas, han¬ 
dling color. Chargers coach Sid Gilman 
will do a 10- or 15-minute pre-pregame 
show. There also will be 15-minute 
Charger Warmup pregame show and 15- 
minute Charger Report postgame show. 
Texaco through Benton & Bowles will be 
one-fourth sponsor of the games, and 
Karl’s Shoes through Holzer, Taylor, 
McTighe & Dawson will be one-eighth 
sponsor. Sears, Roebuck through Tea- 
well Inc. will sponsor the pregame 
shows which are fed to the network. 

Kcst(tv) San Diego, which last year 
began covering preseason games of the 
Chargers, has come up with another 
one-year contract. The independent 
UHF will carry the five preseason ga¬ 
mes, all in color, and all on a tape 
delayed basis. Bob Chandler will do 


play-by-play. Kcst is selling spots on 
the preseason games to participating 
advertisers. Kcst will carry weekly 
highlights of all Chargers games 
throughout the season and will also 
carry a weekly Sid Gilman show. 


NATIONAL LEAGUE 


Atlanta Falcons 


Wqxi Atlanta will feed the Falcons’ 
20-game exhibition and regular-season 
games to a network of about 65 sta¬ 
tions in seven Southern states: Ala¬ 
bama, Florida, Georgia, North and 
South Carolina, Tennessee and Missis¬ 
sippi. The games are being sponsored 
on wqxi by Ford Dealers through J. 
Walter Thompson; Bristol-Myers 
through Young & Rubicam; Citizens & 
Southern National Banks through 
Burke, Dowling, Adams; and BT Oil 
Co., Arby’s Roast Beef Restaurants and 
Ellman’s of Atlanta. Jack Hurst will do 
play-by-play with Alex Hawkins on col¬ 
or. Also fed to the network for local 
sale are the 15-minute pregame and 
postgame shows. Network stations may 
also pick up the pre-pregame Norm 
Van Brocklin Show. 

Waga-tv Atlanta will carry the six 
exhibition games, four of them live and 
two taped the night before airing. Ed 
Thilenius will call the games, which will 
be sponsored by Atlanta Buick Dealers 
through Scofield, Brazelton & Williams; 
Goodbody & Co. through Doremus & 
Co.; Western Electric through Cun¬ 
ningham & Walsh; Cotton States Insur¬ 
ance Co. and Kahn’s Meats, both 
through McRae & Bealer. 


Baltimore Colts 


Wcbm Baltimore, under a new three- 
year contract, is feeding the Colts’ 
20-game schedule, including six exhibi¬ 
tions, to a radio network of about 40 
stations in Pennsylvania, Maryland, 
Delaware, Virginia and West Virginia. 
The games will be equally sponsored by 
National Brewing and Commercial 
Credit, both through W.B. Doner; Ford 
Dealers through J. Walter Thompson; 
Humble Oil through McCann-Erickson, 
and Baltimore Sun papers through Van- 
Sant, Dugdale. Joe Croghan and 
Charley Eckman will handle play-by- 
play and color. The local pregame 
shows are the 10-minute Johnny Unitas 
Show , sponsored by Eastern Air Lines 
through Young & Rubicam and the 
15-minutt Colts Kick-Off , sponsored 
by Thompson’s Sea Girt Restaurant 
through Bernard Sandler Advertising. 
The postgame shows are the 10-minute 
Colts Scoreboard , sponsored by United 
Clay and Supply and Carrier Air Con¬ 
ditioning, both through Emery Adver¬ 
tising, and the 15-minute Colts Locker 


Room with Jimmy Orr, sponsored by 
Maryland Cooperative Milk Producers, 
placed direct. 

Wmar-tv Baltimore will carry three 
Colts’ preseason games, all live and in 
color. The preseason rights are owned 
by Dennis Dunn Inc. F&M Schaefer 
Brewing through BBDO; Western Elec¬ 
tric through Cunningham & Walsh; 
Coca-Cola through McCann-Erickson, 
each with one-quarter; Baltimore Gas 
and Electric, through Doner, and STP 
through Media Buyers, each with one- 
eighth, will sponsor the games. Jim Gib¬ 
bons will do play-by-play and Jim Mut- 
scheller will handle color. 

Chic ago Bears 

Wgn Chicago will air three exhibition 
games and the bulk of the regular- 
season schedule. Since wgn has a base¬ 
ball coverage conflict, the first two regu¬ 
lar-season games will be aired by wcfl 
Chicago with same regular-season spon¬ 
sors. Wgn also is feeding a regional 
radio network of 16 in Illinois, Indiana 
and Iowa, all locally sponsored. For the 
24th year the basic rights owner, Stand¬ 
ard Oil division of American Oil Co., 
takes one-third regular-season sponsor¬ 
ship on wgn with a third each also re¬ 
newed by G. Heileman Brewing through 
McCann-Erickson and Household Fi¬ 
nance through Needham, Harper & 
Steers. The first exhibition game will 
be sponsored by Heileman and by Sta¬ 
tistical Tabulating Corp. through Had- 
don, Burns & Cohen. The other two 
exhibition games will be sponsored by 
the three regular-season advertisers. The 
pregame warmup show for the first ex¬ 
hibition game will be sponsored by M. 
Hyman & Sons through the Haddon 
Agency; the halftime show by Flame 
Steak House, also Haddon, and the 
postgame scoreboard by Montgomery 
Ward through Lilienfeld. For the other 
two exhibition games and the regular- 
season warmup, the sponsor is Robert 
Hall through Arkwright; halftime, Flame 
Steak House, and scoreboard by Wards. 
Play-by-play will be handled by Jack 
Brickhouse with color by Irv Kupcinet. 

Wbbm-tv Chicago will air five ex¬ 
hibition events with Shell Oil taking 
one-quarter through Ogilvy & Mather. 
The remainder is being sold in partici¬ 
pations. Play-by-play will be handled by 
Ray Scott with George Connor on 
color. 


Cleveland Browns 


Whk Cleveland is in the second year of a 
three-year contract and will be originat¬ 
ing a radio network which this year is 
expected to grow to 52 stations for six 
exhibition games plus the regular season. 
All 1968 sponsors have renewed or are 
about to renew. Two sponsors with 
one-quarter each on the network will be 
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Radio-TV network sponsors for football 

AC Spark Plugs (Burnett): ABC-TV, NCAA pre* 
and postgame; CBS-TV, NFL pregame and 
games. 

Allstate Insurance (Burnett): ABC-TV, NCAA, 
East-West and North-South Shrine games, 
Sugar Bowl; CBS-TV, Cotton and Sun Bowls; 
NBC-TV, Orange Bowl. 

American Airlines (DDB): CBS-TV, NFL, 
Cotton Bowl. 

American Motors (WRG): HSN-TV, Notre 
Dame. 

American Oil (D Arcy): CBS-TV, NFL. 

AT&T (Ayer): ABC-TV, NCAA, pre-and post¬ 
game on East-West Shrine game and Sugar 
Bowl. 

AT&T (C&W): ABC-TV, North-South Shrine 
game; CBS-TV, NFL preseason. 

American Tobacco (BB DO): CBS-TV, NFL 
preseason. 3 

Ampex (Albert Jay Rosenthal): CBS-TV, NFL 
pregame and games. 

Aurora Plastics (Adams, Dana, Silverstein): 
CBS-TV, NFL. 

Bell & Howell (4VI-E): CBS-TV, NFL. 

Benjamin Moore (Dreher): CBS-TV, NFL pre¬ 
season. 

Brown & Williamson (Bates): CBS-TV, NFL 
preseason. 

Buick (M-E): CBS-TV, Cotton and Sun Bowls. 

Bulova (DDB): CBS-TV, NFL pregame. 

Champion Spark Plugs (JWT): CBS-TV, NFL. 

Chevrolet (C-E): ABC-TV, NCAA, East-West 
and North-South Shrine games. Sugar Bowl. 

Chanel (NC&K): CBS-TV, NFL. 

Chrysler (Y&R): NBC-TV, AFL, Rose Bowl. 

Cluett-Peabody (Y&R): NBC-TV, AFL. 

Consolidated Cigar (David, Oksner & Mitch- 
neck): CBS-TV, NFL postgame; NBC-TV, 
AFL. 

Continental Insurance (DDB): ABC-TV,NCAA, 
East-West and North-South Shrine games. 
Sugar Bowl. 

DuPont (Ayer): CBS-TV, NFL preseason. 

Eastern Air Lines (Y&R): NBC-TV, Rose Bowl. 

Emerson (Daniel & Charles): CBS-TV, NFL. 

Firestone (C-E): ABC-TV, NCAA pre and post¬ 
game; CBS-TV, NFL pregame. 

Ford (JWT): CBS-TV, NFL pregame, games 
and postgame; Mutual, Notre Dame pre¬ 
game. 

Foundation for Full Service Banks (DFS): 
CBS-TV, NFL pregame, games and post- 
game. 


General Aniline (Daniel & Charles): CBS-TV, 
NFL pregame and games. 

General Cigar (Y&R): CBS-TV, NFL. 

General Motors (MJ&A): ABC-TV, NCAA. 

Gillette (BBDO): NBC-TV, Rose Bowl. 

Goodrich (BBDO): Mutual, Notre Dame 

Goodyear (Y&R): ABC-TV. NCAA; CBS-TV, 
NFL preseason and games. 

Haggar Co. (Tracy-Locke): CBS-TV, NFL pre¬ 
season. 

John Hancock (M-E): CBS-TV, NFL postgame. 

Hertz (Ally): CBS-TV, NFL pregame and 
games. 

Heublin-Hamms (Marschalk): ABC-TV, NCAA 
pre and postgame (regional). 

Institute of Life Insurance (JWT): ABC-TV, 
NCAA. 

Kentucky Fried Chicken (Burnett): CBS-TV, 
NFL preseason. 

H. D. Lee (Grey): CBS-TV, NFL preseason. 

Lincoln Life Insurance (Bonseb): ABC-TV, 
NCAA pre and postgame. 

P. Lorillard (B&B): CBS-TV, NFL. 

Magnavox (K&E): CBS-TV, NFL. 

Maytag (Burnett): CBS-TV, NFL preseason. 

McDonald's (D'Arcy): CBS-TV, NFL pregame. 

Metropolitan Life (Y&R): NBC-TV, AFL post¬ 
game. 

Miles Labs (Tinker): HSN-TV, Notre Dame. 

Miller Brewing (Mathisson): CBS-TV, NFL 
preseason. 

Mobil Oil (DDB): ABC-TV, NCAA pre-and post¬ 
game; CBS-TV, NFL preseason. 

Monroe (Aitken-Kynett): CBS-TV, NFL pre¬ 
season. 

National Association of Independent Insur¬ 
ance Agents (Doremus): ABC-TV, NCAA 
pre-and postgames; CBS-TV, NFL pregame. 

National Brewing: ABC-TV, NCAA pre and 
postgame. 

National Cash Register (M-E): ABC-TV,NCAA; 
CBS-TV, NFL pregame and games. 

New York Life (Compton): CBS-TV, NFL. 

Norwich Pharmacal Co. (B&B): CBS-TV, 
NFL pregame. 

Pabst (K&E): CBS-TV, NFL preseason and 
pregame. 

Pan American Airways (JWT): A8C-TV, NCAA, 
East-West and North-South Shrine games. 
Sugar Bowl. . 

Philip Morris (Burnett): CBS-TV, NFL post¬ 


game. 

Polaroid (DDB): CBS-TV, NFL. 

Pontiac (MacManus): NBC-TV, Orange Bowl. 

Qantas (C&W): CBS-TV, NFL preseason. 

Ray-O-Vac (Monk): CBS-TV, NFL. 

RCA (JWT): CBS-TV, NFL; NBC-TV, AFL. 

R. J. Reynolds (Esty): ABC-TV, NCAA, Sugar 
Bowl; CBS-TV, NFL preseason and games; 
NBC-TV, Orange Bowl; HSN-TV, Notre 
Dame. 

Rockwell Manufacturing (Marsteller): ABC- 
TV, NCAA pre* and postgame. 

Samsonite (Grey): CBS-TV, NFL. 

Schick (Compton): ABC-TV. NCAA, East- 
West and North-South Shrine games, 
Sugar Bowl; CBS-TV, NFL. 

Schlitz (Burnett): CBS-TV, NFL. 

Scripto (Daniel & Charles): CBS-TV, NFL pre- 
ga me. 

Sears, Roebuck, tire-battery division (FC&B): 
ABC-TV, NCAA. 

Sentry Insurance (Grey): CBS-TV, NFL pre¬ 
season. 

Shell Oil (O&M): CBS-TV. NFL pregame and 
preseason. 

Simoniz (JWT): CBS-TV, NFL preseason. 

State Farm Insurance (N.H&S): Mutual, 
Notre Dame. 

STP (Atwood-Richards): CBS-TV. NFL pre¬ 
season and games. 

Stroh Brewery (DDB): ABC-TV, NCAA pre-and 
postgame (regional). 

Sun Oil (Esty): ABC-TV, NCAA. East-West and 
North-South Shrine games. Sugar Bowl 
(regional). 

Sunbeam (FC&B): CBS-TV, NFL. 

Trans World Airlines (WRG): NBC-TV, AFL. 

Travelers Insurance (Y&R): CBS-TV, NFL 
preseason. 

Union Carbide (Esty): ABC-TV, NCAA; CBS- 
TV, NFL. 

United Air Lines (Burnett): CBS-TV, NFL pre¬ 
season, pregame and games; NBC-TV- 
Orange Bowl. 

Univac (Ayer): CBS-TV, NFL preseason. 

Wembley Tie (Mayer): CBS-TV, NFL pregame. 

J. B. Williams (Parkson): CBS-TV, NFL pre¬ 
season. 

Wilson & Co. (C-M): ABC-TV. NCAA (regional). 

W. F. Young (JWT): CBS-TV. NFL preseason. 

Zenith (FC&B): CBS-TV, NFL. 


Standard Oil of Ohio through Mar¬ 
schalk and Dusquesne Brewing through 
Admark. On whk sponsors taking 
one-quarter each are Household Fi¬ 
nance through Needham, Harper & 
Steers, and Cleveland Oldsmobile Deal¬ 
ers through Grider Associates. A pre¬ 
game and postgame package on whk 
will be sponsored by Retail Clerks Lo¬ 
cal 880 through Jack Sharp Associates; 
Sylvania through Baisch, Blake & Ga¬ 
briel; Palevsky Hardware through Axel 
& Brown, and East Ohio Gas Co. 
through D’Arcy. A pregame Blanton 
Collier Show on whk will be sponsored 
by Arby’s Restaurants through B & R 
Advertising while a Monday-Friday 
nighttime show by Mr. Collier will be 
sponsored by Union Commerce Bank 
through Meldruni & Fewsmith. Two 
half-time features also will be spon¬ 
sored locally on whk. A half-time news 
show has been renewed by Uncle Bill’s 
Stores through Lawrence Goldstein Ad¬ 
vertising while the half-time sports 
scores show has been renewed by 
Chrysler-Ply mouth Dealers through 
Young & Rubicam. Radio announcers 


will be Gib Standly and Jim Graner. 

Wkyc-tv Cleveland will carry the 
Browns’ Aug. 23 exhibition game and 
the Sept. 6 exhibition event will be 
aired by wews(tv) there, both on 
participating basis. Gib Standly will an¬ 
nounce for wews with Dick Hammer 
for WKYC-TV. 


Dallas Cowboys 


With a three-section network, the Cow¬ 
boys can boast pro footballs largest 
radio hookup—at least 146 stations. 
The Texas State Network in Fort Worth 
handles the pickup for all sections, but 
the network is divided into three parts 
for sales purposes. In the TSN section 
are 92 stations in Texas, New Mexico 
and Louisiana. The Oklahoma portion, 
handled by the Oklahoma News Net¬ 
work in Oklahoma City, will have 34 
stations in that state. The Arkansas sec¬ 
tion of 20 stations in that state is han¬ 
dled by the Arkansas News Network 
of Little Rock. Game sponsors on the 
Texas leg are Lincoln-Mercury through 
Kenyon & Eckhardt and Jos, Schlitz 


Brewing through Leo Burnett (each 
four spots per game), and Texaco 
through Benton & Bowles (one spot per 
game). Hanes Mills through N.W. Ayer 
will sponsor the pregame show and 
Texaco will sponsor the postgame pro¬ 
gram. On the Oklahoma leg, Texaco 
and Schlitz each have four spots within 
the game; McCullough Chain Saws 
through McCann-Erickson has one spot 
in the game plus the pregame show, and 
Wilson & Co., through Campbell- 
Mithun will have the postgame show. 
On the Arkansas network, Schlitz has 
five spots in the game and Texaco has 
four spots. The pregame and postgame 
shows are not yet sold. The network 
sponsors account for one-half availabili¬ 
ties in the games, with the other half 
for local sale. Bill Mercer, who will call 
fhe games, also will be on a Monday- 
Saturday five-minute show fed to many 
of the stations on the Texas leg of the 
network. One-half of this program, to 
be sold by the network, is uncom¬ 
mitted. 

Krld-tv Dallas will carry three live 
and two delayed colorcasts of exhibi- 
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tion games. The two taped games will 
be shown the day after they are played 
in Dallas. Sponsors for the games will 
be Lone Star Brewing through Glenn 
Advertising (for one half); and partici¬ 
pating sponsors: Humble Oil through 
McCann-Erickson; Goodbody & Co.; 
Sanger-Harris Department Stores; Gor¬ 
don’s Jewelers; Delta Steel Buildings; 
Conoco; Runaway Bay Resort; Linz 
Jewelers; Jas. K. Wilson Men’s Stores 
and Western Co. Frank Glieber will do 
play-by-play and Eddie LeBaron will 
handle color. 


Detroit Lions 

Wxyz Detroit picked up its coverage 
option for a second year and has ac¬ 
quired an option as well for 1970. It 
will originate a regional network of 
about 40 stations for six exhibitions and 
the regular season. The team retains its 
radio rights and sells them to the adver¬ 
tisers with wxyz providing radio-TV 
and other promotion plus engineering 
package that has achieved economies 
over previous networks. Marathon Oil 
through Campbell-Ewald again will 
take one-half sponsorship on the net¬ 
work. One-quarter each on the network 
will be taken by Ford Motors and Theo 
Hamm Brewing, both through J. Walter 
Thompson. Pregame and postgame 
shows are sold out on rotating partici¬ 
pation basis. Pre-pregame show with 
Lions Coach Joe Schmidt will be spon¬ 
sored by Robert Hall Clothes through 
Arkwright. Van Patrick will do play- 
by-play with Bob Reynolds on color. 

Wjbk-tv Detroit this year will air 
three exhibition games. Sponsors with 
one-quarter each are Ford through 
JWT, Marathon Oil through C-E and 
Little Caesar’s Pizza Parlors through 
Fred Yaffee Advertising. The remaining 
one-quarter is sold to participating 
sponsors. Preseason play-by-play will be 
handled by Mr. Patrick with Sonny 
Grandelius doing color. 


Green Bay Packers 

Wtmj Milwaukee, which has aired 
Packers games since 1929 with only 
two years interruption, again will origi¬ 
nate for a regional basic network of 
half-dozen stations plus a bonus net¬ 
work of about two dozen stations for 
six exhibition games plus regular sea¬ 
son. Thorp Finance has renewed on the 
network for one-half through Klau-Van 
Pietersom-Dunlap while Blatz Beer 
through Kenyon & Eckhard and Hum¬ 
ble Oil through McCann-Erickson each 
renewed one-quarter on the network. 
The pregame Packers Preview will be 
sponsored on wtmj by Montgomery 
Ward through Ridgway Advertising. 
Postgame Packer Playback will be spon¬ 
sored on wtmj by Ruby Chevrolet 
through Marvin Frank Agency. Both 


features will be fed to the network for 
local sponsorship. Jim Irwin color and 
Ted Moore play-by-play. 

Wbay-Tv Green Bay is again packag¬ 
ing three video-taped exhibition games 
for a live station network. The games 
arc sponsored locally. On wbay-tv 
these will be sponsored one-quarter 
each by Ford Dealers through J. Walter 
Thompson; Kerr-McGee Deep Rock 
Oil through Lowe Runkel; Curtis Ma- 
thes TV Dealers, placed direct, and 
Area Savings and Loan members, also 
direct, wbay-tv also is packaging on 
tape two weekly shows featuring Pack¬ 
ers’ coach Phil Bengston, one a Satur¬ 
day night predictions program spon¬ 
sored locally on wbay-tv by Arctic Cat 
Snowmobile dealers, placed direct, and 
a Monday night program sponsored by 
Old Milwaukee Beer through Cun¬ 
ningham & Walsh. Exhibition game 
play-by-play will be done by Chuck 
Ramsay. 

Los Angeles Rams 

Radio listeners from Alaska to Arizona 
will hear the Rams’ games this year. 
There will be 23 stations, including 
three in Alaska, four in Arizona and 
one in Nevada, the largest radio net¬ 
work ever for Rams play-by-play 
broadcasts. Originating is kmpc Los 
Angeles, which has carried the Rams 
continuously since 1954. Dick En- 
berg, Steve Bailey and Dave Niehaus 
will call the six preseason and 14 
regular-season games. Continental Air 
Lines and Household Finance, both 
through Needham, Harper & Steers; 
Standard Oil of California through 
BBDO; and Jos. Schlitz Brewing 
through Leo Burnett will each be one- 
quarter sponsors. Pregame and post- 
game programing will be sponsored by 
Kentucky Fried Chicken of California 
through Davis Johnson Mogul & Co- 
Iombatto Inc.; and Bluett-Grodins men’s 
stores through Wyman/Anderson-Mc- 
Connell Advertising. This programing 
is fed to the regional network on a 
co-op basis. 

Knxt(tv) Los Angeles is carrying 
six preseason games, all in color on a 
delayed basis. Gil Stratton will do play- 
by-play with Don Paul providing color. 
The preseason play-by-play telecasts are 
being sold to multiple advertisers on a 
participating basis. 

Minnesota Vikings 

Wcco Minneapolis-St. Paul, which 
holds the basic radio rights, will have 
39 stations on the line for all of the 
exhibition games plus the regular sea¬ 
son. Packaging of network apart from 
wcco again will be provided by North 
Star Features, headed by Robert Wold, 
former Campbell-Mithun executive 
who now is vice president and manage¬ 


ment supervisor at N. W. Ayer, Los 
Angeles. On wcco, games have been 
renewed one-half each by Twin City 
Ford through J. Walter Thompson, and 
Midwest Federal Savings and Loan 
through M. R. Bolin. Progamc Bud 
Grant Show and Postgame Scoreboard 
have been signed by Jacob Schmidt 
Brewing Co. through Burton Schigian 
Inc. Pregame Fan in the Stands has 
been renewed by Blue Flame Gas 
through Kaufman Agency and F. C. 
Hare-RCA through Strandberg Associ¬ 
ates. New third sponsor of this feature 
is Muska Lighting, placed direct. Ray 
Christiansen will handle play-by-play 
with Paul Giel on color. 

Wcco-tv Minneapolis-St. Paul may 
air some exhibition games but this was 
not settled last week. Last year kstp- 
tv there aired two exhibition games. 

New Orleans Saints 

Wwl New Orleans will originate the 
Saints 20-game regular-season and ex¬ 
hibition schedule for a 45-station radio 
network in Louisiana, Mississippi, Flor¬ 
ida, Alabama, Texas and Arkansas. 
Faistaff Brewing, through Foote, Cone 
& Belding, is the rights holder and will 
be one-fourth sponsor. There are multi¬ 
ple other sponsors. A 15-minute pre¬ 
game and 15-minute postgame show 
will be fed to the network. On a Mon- 
day-Friday schedule, wwl will be offer¬ 
ing shows featuring the team coaches 
and / Married a Saint, featuring inter¬ 
views with players’ wives. Al Wester 
and Maury Magill will do play-by-play 
and color. 

Wwl-tv New Orleans will carry the 
Saint’s six exhibition games live with 
knoe-tv El Dorado, Ark.-Monroe, La., 
carrying them on tape delay. Faistaff 
will be the prime sponsor with a fourth. 
John Ferguson will do play-by-play and 
Robert Khayat will handle color. 

New York Giants 


Wnew New York, for the ninth consec¬ 
utive season, is covering five preseason 
and 14 regular-season games. Calling 
the games will be Chip Cipolla and 
Marty Glickman. Sponsors for the 
games will be Trans World Airlines 
through Wells, Rich, Greene, F&M 
Schaefer Brewing through BBDO; Man¬ 
ufacturers Hanover Trust through 
Young & Rubicam; Getty Oil through 
Smith Greenland; American Express 
through Ogilvy & Mather; Equitable 
Life Assurance Society through Foote, 
Cone & Belding, and Volvo through 
Scab, McCabe & Sloves. 

Trans National Communications is 
again packaging a special Giants radio 
network for a feed to 75 stations in the 
Northeast. Mobil Oil and Volkswagen, 
both through Doyle Dane Bernbach, 
and Utica Club beer, through Delhan- 
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ty, Kurnit & Geller, each has one-fourth 
sponsorship, with one-fourth open. Bill 
McColgan will handle play-by-play with 
Dick Lynch and Joe Hasel on color. 

Wcbs-tv New York will carry four 
preseason games, (two of them on a 
tape delay). Jack Whitaker and Frank 
Gifford are calling the games. Sponsors 
are Northeast Airlines and Hertz, both 
through Carl Ally; Shell Oil and Bristol- 
Myers, both through Ogilvy & Mather, 
Carter Wallace through William Esty, 
First National City Bank through 
BBDO, and P. Ballantine through 
Thyme Inc. 

Philadelphia Eagles 

Wip Philadelphia, in the first year of a 
three-year agreement, will broadcast 
five preseason and 14 regular-season 
games to a 15-station radio network in 
Pennsylvania, Delaware and New Jer¬ 
sey. Charlie Swift will call the games 
with Clarence Peaks and W. Thacker 
Longstreth handling the color. F&M 
Schaeffer Brewing through BBDO, 
Horn & Hardhart through T. L. Rei- 
mel, and Gerard Trust Bank through 
Aitken-Kynett, each will have one- 
fourth of the games. The remaining 
fourth is open. The network will also 
carry 20-minute pregame and postgame 
shows as well as a seven-part interview 
series with Eagle coach Jerry Williams. 
The Williams show will be spotted each 
weekend, starting Friday evening and 
running to game time on Sundays. 

Wcau-tv Philadelphia is telecasting 
five preseason games. Sponsors include 
Coca-Cola through McCann-Erickson; 
Piels Beer through Papert, Koenig, 
Lois; Dodge through BBDO, and 
Household Finance Corp. placed direct. 
Tom Brookshirer will call the games. 


Pittsbu rgh Steelers _ 

Kdka Pittsburgh will carry a 19-game 
exhibition and regular-season schedule 
this year with no immediate plans for a 
Steelers’ radio network. Ford Dealers 
through J. Walter Thompson and 
Koehler Beer through Lando, each has 
one quarter sponsorship. The remainder 
is being sold in participations. Tom 
Bender and Jack Fleming will handle 
play-by-play and color. 

Kdka-tv Pittsburgh will cover five 
exhibition games, all on tape delay. 
Three of the games will be shown in 
color. Sponsors signed to date are Mel¬ 
lon Bank through Fuller & Smith & 
Ross, and Koehler through Lando, each 
for one-fourth. Dick Stockton will do 
play-by-play with James Butler hand¬ 
ling color. 


San Francisco 49ers 

Ksfo San Francisco will feed the six 
preseason and 14 regular-season games 


NBC-TV buys 
MGM film package 

Metro-Goldwyn-Mayer Inc. will receive 
$17.8 million from NBC for rights to 
present 25 pictures on the television net¬ 
work, beginning in the fall of 1969. 

Under the terms of the licensing 
agreement, NBC will carry 19 features 
not previously shown on TV and six 
that have already been telecast. The 
first-run films are Grand Prix, An 
American in Paris, Gigi, Far from the 
Madding Crowd, Lady L, Mayerling , 
A Patch of Blue, The Guns of San Se¬ 
bastian, Showboat, The Subject Was 
Roses, 25th Hour, The Unsinkable 
Molly Brown, Where Were You When 
the Lights Went Out?, Operation Cross¬ 
bow, Plymouth Adventure, The Seven 
Faces of Dr. Lao, Spinout, Speedway, 
and / Thank a Fool. 

The six features previously shown on 
TV are The Americanization of Emily, 
Cat on a Hot Tin Roof, Double Trou¬ 
ble, The Glass Bottom Boat, The Night 
of the Iguana and The Singing Nun. 

MGM said that the income after ap¬ 
plicable expenses and taxes from these 
licenses will be reflected in earnings 
over approximately a three-year period 
commencing in the fall of 1969. 


to a 13-station California and Nevada 
radio network. One-fourth sponsors will 
be Standard Oil of California through 
BBDO; Bristol-Myers and Chrysler- 
Plymouth Dealers, both through Young 
& Rubicam; and United Vintners though 
Honig-Cooper & Harrington. The pre¬ 
game and postgame shows will be fed to 
the network for local sale. On ksfo those 
programs will be sponsored by House¬ 
hold Finance through Needham, Har¬ 
per & Steers, and Spreckels Dairies 
through Stanford Agency. Lon Simmons 
and Hugh McElhenny will call the 
games. 

Ktvu(tv) Oakland-San Francisco 
will carry two exhibition games live in 
color. Bud Foster and Gordy Soltau 
will handle play-by-play and color. The 
games are sold on a participating basis. 


St. Louis Cardinals 


Kmox St. Louis again will originate 
a radio network of some 40 stations 
in six states for five exhibition games 
and regular play. On kmox the games 
have been sold one-quarter each to 
General Finance Corp. through Post- 
Keyes - Gardner; Anheuser - Busch 
through Gardner Advertising; Kroger 
placed direct, and General American 
Life through The Frank Block Agency. 
Kmox has three pregame features. 
Pregame Cardinal Spotlight been sold 
to Goldbeck Motors, placed direct. 


Pregame Jack Buck Show will be spon¬ 
sored by Hamilton Jewelers, placed 
direct, and Associated Finance through 
Campbell-Mithun. The pregame Coach's 
Corner will be sponsored by Tower 
Grove Bank, placed direct. The post¬ 
game Star of the Game show will be 
sponsored by South County Plymouth 
Dealers, placed direct. Ray Geracy will 
handle play-by-play with Jim Butler 
on color. 

Kmox-tv St. Louis will air six exhibi¬ 
tion games. One-quarter sponsors will 
be Southwestern Bell and Laclede Gas, 
both through D’Arcy Advertising and 
Falstaff beer through Foote, Cone & 
Belding. The remaining quarter will be 
participations. Play-by-play will be han¬ 
dled by Bob Wilson. 


Washington Redskins 

Wmal-am-fm Washington, in its sixth 
year as the Redskins’ rights holder, will 
feed the 20-game schedule, including 
six exhibitions, to a 32-station radio 
network in Maryland, Virginia, Penn¬ 
sylvania and North Carolina. One- 
fourth sponsors of the games will be: 
Household Finance through Needham, 
Harper & Steers: Ford Dealers and 
Washington Gas. Co., both through J. 
Walter Thompson, and National Beer 
through W.B. Doner. Steve Gilmartin 
and Mai Campbell will do play-by-play 
and color. The locally produced pre¬ 
pregame Bobby Mitchell Show will be 
sponsored by Pepsi-Cola through Kal-& 
Merrick and the pregame show will be 
sponsored by Hickory Farms of Ohio 
through S-M Advertising. The Post¬ 
game Show will be sponsored by 
Goodyear, placed direct, and the post¬ 
postgame Locker Room Reports will be 
sponsored by Koons Ford through 
Kal & Merrick. On wmal-fm the pre¬ 
game show will be sponsored by 
Heathkit Electronics, placed direct. 

Wtop-tv Washington has scheduled 
five exhibition games in color: the three 
road games will be live and the two 
games played in Washington will be 
carried on a delayed basis the same 
night. Jim Karvellas will do play-by- 
play and Warner Wolf will handle col¬ 
or. Sponsors for the exhibitions include 
F&M Schaefer Brewing through 
BBDO; Canada Dry through Grey Ad¬ 
vertising; Humble Oil through McCann- 
Erickson; Pontiac Dealers through 
MacManus, John & Adams: Gino’s res¬ 
taurants through Lewis & Gilman; Lake 
Monticello through Duboy Templeton, 
and Dave Pyles Pontiac through R. H. 
Morrison. 

(The foregoing special report was com¬ 
piled by Sherm Brodey , senior editor, 
Washington, with reporting assistance 
from Lawrence Christopher, senior edi¬ 
tor, Chicago; Morris Gelman, senior 
editor, Los Angeles, and Hazel Hardy, 
staff writer, New York.) 
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